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Eco-anxiety is an unfortunate result of climate change that affects our health, attitudes and 
values. It’s a result of increased worry and desperation people are experiencing about the 
environment. Eco-anxiety can appear in many different forms and symptoms such as ex-
periencing different feelings, loss of appetite or panic attacks. This research studies the 
reasons and solutions of eco-anxiety and its impacts on the travelling behaviour. In this 
work the phenomenon is observed in more detail from the perspective of two different gen-
erations: Generation X, born in 1965-1981 and Generation Z, born in 1997-2012. The re-
port resolves how eco-anxiety is seen and understood between these generations. The lit-
erature review consists of relevant subjects that define eco-anxiety as a term and its im-
pacts on travelling. Also, general knowledge, characteristics and travelling habits of Gener-
ation X and Z are explained. 
 
The objective of this research is to find out whether eco-anxiety has any influence on the 
decision making of Generation X and Z when travelling. The study focuses on finding out 
how the two generations experience eco-anxiety and how does it affect their travelling be-
haviour. The thesis is commissioned by The Finnish Association for Fair Tourism which is 
an organisation that promotes responsible travel. Quantitative method was chosen as the 
main research method because it presents a large scale of responses and data that can be 
generalised and applied to different purposes. Online survey was the best option to reach 
as much of the population as possible. 
 
The survey collected 273 valid responses from people that represented either Generation 
X or Generation Z. The responses didn’t vary significantly between the two generations. 
Based on the results of the online survey it can be stated that eco-anxiety has only a little 
impact on the travelling behaviour of Generations X and Z. They care about the well-being 
of the climate and are interested in responsible travelling. They already know how to travel 
more climate friendly. However, they haven’t made significant changes to their travelling 
routine. Both generations can be said to be equally climate conscious as any major differ-
ences between the generations weren’t observed. Their positive intentions about climate 
still require implementation. 
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1 Introduction 
Eco-anxiety and climate change have been very timely topics over the last couple of 
years. There’s been a lot of discussion about it in the media and everyone keeps talking 
about the climate and environment constantly. The enthusiasm has affected people’s atti-
tudes, values and mindsets. Many have made changes in their personal lives to live more 
climate friendly. This matter has been noticed in the travel industry as well. Travellers 
have made changes in their habits considering the climate. Flying is one of the biggest is-
sues threatening climate friendly travel. Conscious travellers are feeling desperate and 
anxious about the future. The thesis provides valuable insights about the impact of eco-
anxiety in the travelling behaviour of Finnish travellers.  
 
I’ve chosen two generations, X and Z to follow in this research. They are both very differ-
ent from each other, which makes it interesting to study. These two generations have 
some similarities in their background but have very different preferences when travelling. 
Generation X enjoys relaxation and family holidays while Generation Z prefers more excit-
ing and active approach (Expedia and The Center for Generational Kinetics 2018, 7; Intel-
ligence 2017.) The research is focused in Finnish travellers and their travelling behaviour. 
 
The commissioner of this thesis is The Finnish Association for Fair Tourism. The non-
profit and non-governmental organisation was founded in 2003. The aim of the organisa-
tion is to improve the awareness of responsible travel. They distribute the information to 
travellers and other organisations in the industry. They encourage people to talk about 
their choices and minimise the negative impacts of travelling while enhancing the positive 
impacts. Travellers should be aware of the impacts of their actions. The objective is to 
achieve a position where the destinations can receive travellers without having to sacrifice 
their natural environment or culture. They want to raise conversation about the impacts of 
travelling between different parties. The commissioner is able to integrate this work in their 
content and spread the knowledge to other parties about eco-anxiety and its impact in 
travelling behaviour. (The Finnish Association for Fair Tourism).  
1.1 Research objective 
The main objective of this research is to find out whether eco-anxiety has any influence on 
generation X and Z’s decision making when travelling. This research breaks into the rea-
sons and solutions of eco-anxiety and its impacts on the travelling behaviour. It resolves 
how eco-anxiety is seen and understood between these two generations and what are the 
most important elements they take into consideration when travelling. Research questions 
help define the research objective. The main research question is: does eco-anxiety affect 
  
2 
Generation X and Z’s decision making when travelling? In this research the sub-questions 
are the following:  
 
1. What are Generations X and Z willing to do for more climate friendly travelling?  
2. What are Generations X and Z taking into consideration when choosing their destina-
tion? 
3. How are Generations X and Z experiencing eco-anxiety? 
 
This is a quantitative research. Online survey is used as the research method for this the-
sis. Quantitative survey was chosen as the research method because the sample wanted 
to be collected from a big audience. The aim of the survey is to collect information from 
Finnish travellers who represent Generation X and Z. Due to the lack of resources it’s im-
possible to reach the whole population so the sample for the survey is limited. The ques-
tions are designed to reveal whether eco-anxiety impacts the travelling behaviour of these 
two generations. The survey questions are planned according to the research questions 
and the theoretical framework of the thesis. The answers to the research questions are 
obtained from the survey. The survey is designed in an online survey tool Webropol. The 
data from the survey is analysed and presented in the results chapter. 
1.2 Phases of the research 
There are four main steps that belong to every research project. Preparation – brainstorm-
ing, choosing a topic, reading about the topic and choosing the methodology. Planning – 
developing topics and research methods. Process – practical planning, scheduling the 
work and collecting data. Lastly, product – analysis of results and theory, evaluation and 
reporting the results. Every research process varies a little bit so there needs to be room 
for flexibility as well. (Johns & Lee-Ross 1998, 37-39.)  
 
In figure 1. the phases of this research project are presented. The project is started by 
choosing a subject that is recent and close to my personal interests. It’s followed by read-
ing about the topic and getting familiar with it. It’s important to find out what is known al-
ready and what is something to focus on with the research. Then the research method is 
chosen which in this case is the quantitative method. The next phase is the developing 
and narrowing down the topic and research methods. For this research the main topic is 
eco-anxiety with two different generations X and Z to compare. Quantitative survey is de-
cided to be the research method. Getting to know the literature and theory of the topic 
more precisely is the next step. After that the questions for the survey are planned based 
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on the theory and the survey is published. Then the results are written down and ana-
lysed. The project is finished with writing the reflections and conclusions. 
 
 
Figure 1. Phases of the research project (Adapted from Johns & Lee-Ross) 
 
This thesis consists of six different chapters. The first one is the introduction to the topic. 
Next the foundation of the thesis is introduced in the theoretical chapters two and three. In 
chapter four the research methods of the thesis are explained and justified. The results of 
the quantitative survey are presented next in chapter five and then analysed in chapter 
six. The report is ended with my own learning outcomes and thoughts.  
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2 Eco-anxiety and climate change 
As Pihkala (2017, 12) wrote in his book, there’s an environment hippo in our living room 
and everyone keeps ignoring it. Climate change is here and now. We’re waiting for the ac-
tions to control it. Climate change is still in 2020 a topic that’s understated and kept in si-
lence. (Pihkala 2017, 12, 29.) Eco-anxiety is closely tied to climate change being an unfor-
tunate result of it. In Finland the worry for climate has been increasing over the last few 
years. (Pihkala 2019, 4.) To understand the global phenomenon, it’s important take a look 
at the factors of it. They are explained thoroughly in this chapter.  
2.1 Climate change 
Warming of the climate was first introduced in the 1950s. Climate change means the ris-
ing temperature of the Earth, which is caused by increasing amount of greenhouse gases 
emitted to the air. The emissions have been mostly caused by industrialisation and mod-
ern human life activities. There are a few different gases but most common and known is 
the carbon dioxide, CO2. The emissions of carbon dioxide have grown significantly since 
the pre-industrial era. (Nasa.) World health organization (2019) stated climate change to 
be the biggest environmental problem for health in 2019.  
 
The impacts of climate change are already visible in many places around the world. It 
causes changes and degradation in our ecosystems, rise in the sea levels, stronger 
storms and natural disasters (National oceanic and atmospheric administration 2019). The 
impacts of climate change are vast but uncertain (Pihkala 2019, 10). In addition to the 
negative environmental impacts, climate change is also a big issue for people’s health; 
physical and mental (World health organization 2019).  
 
The solution to climate crisis is simple in theory. However, the execution seems problem-
atic. The most effective way to diminish your personal carbon footprint is to change your 
consumer behaviour. By making small changes to your everyday habits such as eating, 
shopping and travelling you’re already contributing a lot. (Arguedas Ortiz 2018.) On a big-
ger level changes have to be made as well. Paris agreement is a global agreement 
formed by United Nations in 2015. It handles climate change and its prevention. In total 
197 countries in the world have made an agreement to follow it. The most important goal 
is to prevent the temperature from rising 1,5 degrees Celsius above the pre-industrial lev-
els. That will keep the negative impacts of climate change at the minimum. (Denchak 
2018; United Nations 2015, 3.) 
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2.1.1 Climate change and travelling 
Travelling means moving around voluntarily to different locations outside the traveller’s 
usual environment. Tourism is considered a subset of travelling. The activity of visitors is 
described as tourism. The purpose of the travel or tourism can be divided into business, 
leisure or other personal reasons. In addition, travelling can be divided into domestic and 
international movement. Domestic travel involves traveller moving within their country of 
residence while international travel includes movement outside their own country of resi-
dence. (United Nations 2010, 9-10, 15-16.) 
 
Tourism industry unfortunately is a sector that is also partly culpable for climate change. 
Travelling causes a lot of emissions. In 2013 tourism was accountable for 8% of world’s 
greenhouse gas emissions (Lenzen, Sun, Faturay, Ting, Geschke, & Malik 2018, 522). In-
ternational tourist arrivals are expected to grow during the next decade and reach 1,8 bil-
lion in 2030. In 2016 the number was 1,2 billion. The increased amount of the tourists will 
contribute in the growth of carbon emissions as well. Transportation is the biggest contrib-
utor to climate change in the tourism industry. Air travel is the most used mode of 
transport in tourism and it’s only expected to grow in the next decade. International travel 
causes more emissions than domestic travelling as distances are longer and air travel is 
chosen over ground transportation. (UNWTO 2019, 19, 40-42.) 
 
Climate change also affects tourism in many areas. Travellers seek new destinations and 
travel to those which might disappear someday. Costal and island destinations are in 
great risk because of the rise in the sea level. The rising temperature affects many snowy 
destinations as the season becomes shorter and there’s less snow. Losing biodiversity 
such as coral reefs sets destinations to difficult situations. (UNWTO 2008, 6-8, 86.) Many 
tourism destinations depend on the weather and climate. Extreme weather conditions 
such as floods, tropical storms or heavy rain can compromise the popularity and income 
of the whole destination. Adaptation to such weather events is required now and in the fu-
ture. The ability to adjust to unforeseen situations is a necessity in travel business. (UN-
WTO 2008, 81.) Natural disasters also affect people’s safety which is one of the most im-
portant criteria when choosing a destination. (Siddiqui & Imram 2018.) 
2.1.2 Psychological impacts of climate change 
Climate change has many effects on people’s health. They can be divided into physical 
and mental as well as direct and indirect impacts. These impacts especially the indirect 
ones are often hard to detect and link with climate change. However, some of the physical 
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impacts are easy to connect with climate change e.g. hurricanes and floods. The in-
creased worry about the condition of the environment leads to growing number of uncer-
tainty and anxiety. (Pihkala 2019, 10.)  
 
Many different feelings are involved in climate change. They’re usually divide into positive 
and negative feelings. Grief, fear, helplessness and guilt are just some of the feelings peo-
ple are experiencing. These feelings are the first step towards eco-anxiety. Even the less 
noticeable impacts of eco-anxiety can be long-term and can affect one’s well-being signifi-
cantly. (Pihkala 2019, 9.) As a recent example, take a look at the bushfires that dominated 
large parts of Australia in late 2019 and the beginning of 2020. Thousands of people lost 
their homes, millions on animals died and vast parts of the biodiversity was lost. The fires 
caused a lot of grief, distress and empathy; plenty of people wanted to help. This trauma 
will live in people for years to come, in those who were directly affected by the bushfires 
but also in those who watched other people suffer. (Charlson 2020.) 
 
According to Union of concerned scientists (2010), people who experience a severe natu-
ral disaster e.g. a flood or a hurricane, are in danger to suffer from serious mental health 
problems. It can cause depression, severe anxiety or stress. The disaster causes trauma 
and it might be hard to get over it. (Pihkala 2019, 10.) Recovery from serious natural dis-
asters can be slow and difficult (Charlson 2020). Adaptation to new situations and envi-
ronments is fundamental to process climate change in a healthy way (Pihkala 2019, 8). 
2.2 Eco-anxiety 
Eco-anxiety is a relatively new concept that describes the anxiety people are experiencing 
about the state of the environment. It’s a reaction to the current climate crisis that affects 
our oceans, land and air. People have increasingly started worrying about the environ-
ment and especially the younger generations feel distressed. (Castelloe 2018; Pihkala 
2019, 4, 11.) Eco-anxiety can be recognised in three different forms: concern for oneself, 
concern for others and concern for nature (Helm, Pollitt, Barnett, Curran, & Craig 2018, 
158). Eco-anxiety can be also understood as climate anxiety and environmental anxiety. 
In English literature eco-anxiety is the most used term while in Finnish climate anxiety (il-
mastoahdistus) is more popular. There are no significant differences between the terms. 
In this work I’ve chosen to use the term eco-anxiety because most of my references are in 
English so it’s easier to follow. However, I think the word climate anxiety reflects better the 
meaning of the term due to the climate crisis.  
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Although eco-anxiety hasn’t been recognised as a specific diagnosis it does have all the 
typical anxiety symptoms such as panic attacks, loss of appetite and insomnia (Castelloe 
2018). Many of the symptoms are also psychological (Pihkala 2019, 4-5). Castelloe (2018) 
also states that eco-anxiety is a psychological disorder while Sharp & Hickman (13 Octo-
ber 2019, 13.30) and Pihkala (2019, 4) argue it’s a justified reaction to the climate crisis 
we’re dealing with at the moment. Sharp & Hickman (13 October 2019) also state some 
very good points about eco-anxiety in their podcast. People are suffering from being con-
scious; they can’t decide what to buy in a supermarket because everything seems to be 
bad for the environment and young people are choosing not to have children in order to 
save the Earth. Everything you do seems to affect the environment negatively and that 
causes anxiety. (Sharp & Hickman 13 October 2019, 7.10, 10.00.) 
 
According to Pihkala (2019, 4, 11) young generations are more likely to suffer from eco-
anxiety. They might feel angry at older generations for destroying the planet. Even small 
children might be afraid of the climate crisis, mostly because they don’t completely under-
stand it. It’s caused by excessive awareness of the damage people are doing to the envi-
ronment. (Sharp & Hickman 13 October 2019, 8.00; Pihkala 2019, 4, 11.) In 2018 and 
2019 millions of people worldwide have participated in climate protests. Even school aged 
children have taken part in these protests. Fridays for future movement started in Sweden 
by a 15-year-old Greta Thunberg when she protested against poor actions for climate cri-
sis. Greta is now the face of the global movement and keeps challenging the policymakers 
all around the world. (Fridays for future.) 
 
To relieve the eco-anxiety, one might be experiencing it’s helpful to talk to other people. 
There are surprisingly many people out there who are going through the same thoughts 
and emotions. Denying the feelings won’t do any good. Sharing the grief and frustration 
might lead to positive actions on behalf of the climate. Activism is a positive outcome of 
speaking about difficult issues out loud. It’s comforting to know that other people share the 
same thoughts. (Sharp & Hickman 2019, 19.30.) 
 
Media is a huge stakeholder in eco-anxiety. The concern for the environment is all around 
us. We read, hear and see it everywhere, no wonder we start to feel anxious. Tabloids are 
filled with news about how the planet is being destroyed. Of course, it can also be seen as 
a positive factor as the knowledge spreads faster than ever and reaches people around 
the world. (Pihkala 2019, 9.) Media has the power to educate and empower people, but it 
can also mislead the audience. There’s been more articles and discussion about climate 
change over the last decade than ever before (Boykoff & al. 2019). 
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2.3 Eco-anxiety and travelling 
To ease the guilt, one might be feeling over the state of the climate people have started 
adopting new approaches to travelling. Conscious travellers are looking for alternatives to 
their travelling routines. Changes are needed to minimize the negative environmental im-
pacts of tourism industry. (Travel and leisure India.) Some people think it’s unecological to 
travel nowadays because of the greenhouse gas emissions of tourism industry. Travellers 
have started to take actions when it comes to more environmentally friendly travelling. 
They’re now choosing alternative destinations, transportation, accommodation and activi-
ties. (Riga.)  
 
Travellers can decrease the environmental impact of their holiday with their own choices. 
By choosing domestic destinations and neighbour countries they can use public transport 
to get there. By eating out in local restaurants and buying local food they ensure the in-
come for local residents and minimize the carbon emissions of the food. Economical use 
of water also makes a big difference in the environment. (McCarthy 2019.) Decades ago, 
travelling was something most people only dreamt about. Now it’s become a lot cheaper 
and it’s available for more and more people. Conscious travellers feel that they shouldn’t 
travel to save the Earth from their carbon emissions. They think it’s selfish to travel and 
they feel guilty. (Newman 2019.) Flying is especially something conscious travellers are 
starting to avoid (Saner 2019). 
2.3.1 Transportation 
As it’s shown in figure 2 flying releases more greenhouse gas emissions than any other 
mode of transport. In case you can’t avoid flying you can make the most out of it. Flying in 
economy class is the most ecological option as you take up the least space and more 
passengers can fit in the same plane. In addition, choose airlines that share your sustain-
able values, invest in the future, develop new technologies and use new fleet. Finnair 
claims they’ve managed to decrease their emissions by 25% by using new aircraft (Finnair 
a). Airplanes use more fuel on take-offs and landings than in the air. Thus, direct flights 
are the best option to keep the emissions at the minimum. (BBC 2019a.) Lastly, the heav-
ier the plane is the more it consumes fuel so packing lightly actually benefits the climate 
(Lagrave 2019). 
 
According to Lamminen (2018) ferries are the second biggest polluter after airplanes (see 
figure 2). Depending on the airplane type, ferries can pollute even more. It’s not always 
clear what is the most climate friendly mode of transport to a destination. In addition, Fin-
land is located in a challenging place, surrounded by sea so leaving the country by plane 
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or ferry is the most convenient way. (Lamminen 2018.) In figure 2 the difference between 
different modes of transport is presented according to their emissions by Lamminen 
(2018). In this model the airplane is clearly the biggest polluter. The amount of emissions 
varies depending on the type of fuel, technology and chosen routes. The same applies to 
ferries, cars, buses and trains. (Landström 2019.) Future travel argues car to be the mode 
of transportation with the largest emissions especially if there’s only one passenger in the 
car. Bus is shown to have almost as much emissions as private cars. Airplanes are pre-
sented only as a third option with less than half the emissions than a car. Train is stated to 
be least emitting mode of transportation. (Future travel.) Please note that the numbers of 
the transportation emissions are linked to the sources and vary a lot according to them. 
 
 
Figure 2. CO2 emissions of transportation (Adapted from Lamminen) 
 
The biggest impact is made by switching your transportation to a more climate friendly op-
tion. Trains are undeniably the eco-friendliest way to travel (see figure 2). They emit signif-
icantly less greenhouse gases than other modes of transportation. (Eurail.) For example, 
all the passenger trains in Finland are carbon neutral. Most of the trains use renewable 
energy and the rest of the fuel emissions are compensated. (VR-yhtymä Oy 2019.) The 
emissions of the train depend a lot on the source of energy they use. If the train runs on 
renewable energy the emissions are very low while a train that uses coal has a lot higher 
emissions (BBC 2019a).  
 
Finnish rail service company VR reported record high growth in passenger numbers in do-
mestic routes in 2019. The numbers have risen 10 percent comparing December 2018 
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and 2019 and up to 26 per cent compared to year 2015. Also travelling by train between 
Finland and Russia has grown significantly. The company states that the reasons for the 
increased number of passengers are the lower prices and growing ecological awareness. 
The services and comfort have also increased over the recent years. (VR Group 2020.)  
 
People want to move and be active. According to Talty (2019) motion-based travel is a 
trend for the year 2020. Cycling, walking and swimming holidays seem to be gaining foot 
ground. These are great activities for climate as they don’t emit a single thing. (Talty 
2019.) Using public transport, cycling and walking instead of riding a car in a destination 
also reduce the impact you’re making in the environment during your holiday (Lagrave 
2019.) Domestic travel and staycations are also trending ways to travel these days. Trav-
elling in your own country by train or bus for example is a great way to reduce impact on 
climate. People are looking at the home country with a new perspective. (Paso 2019.) 
2.3.2 Flight shame 
Flight shame “flygskam” is a movement against flying that started in Sweden in 2017. It 
encourages people to stop flying and opting for train and other public transportation in-
stead of flying. The word “flyskam” refers to feeling guilty for flying. People are trying to 
minimize their impact on the environment this way. (Quick 2019; BBC 2019b.) “Flyskam” 
has already spread to other countries in Europe and is believed to continue to other conti-
nents as well (Jokinen 2019; BBC 2019b). Despite the ecological frustration and flying 
shame, the air travel is still expected to double by 2037. China, India and Indonesia are 
strengthening their positions in the air travel industry as the purchasing power of their pop-
ulation increases. (IATA 2018.)  
 
The movement protests against the high carbon dioxide emissions of flying. Globally the 
air industry causes 2-3% of the CO2 emissions (Lentoliikenne ja ilmasto). According to Of-
setters’ flight emission calculator a return flight from Helsinki to Bangkok emits 2560kg of 
CO2 and a one-way flight from Helsinki to Rovaniemi emits 110kg of CO2. To compare the 
same trip on a train that runs on renewable electricity emits close to 0kg of CO2 (VR-
yhtymä Oy 2019). The amount of emissions also depends largely on the source. For ex-
ample, the emission calculator of Finnair (a) claims the emissions for a return flight from 
Helsinki to Bangkok only to be 765kg CO2 on their newest aircraft. The average Finn 
emits over 10 000kg CO2e (CO2e = carbon dioxide equivalent – a unit to describe emis-
sions (Brander 2012, 2).) a year, it’s five times more than an average person in India. By 
2050 the goal is to reduce the emissions globally per capita to only 700kg CO2e per year. 
(Lettenmeier, Akenji, Toivio, Koide & Amellina 2019, 4, 21).  
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According to Swedavia (2019), the Swedish airport operator, the total number of air pas-
sengers in April 2019 is 7 percent lower than same time the previous year. Especially the 
travellers on domestic flights have decreased drastically, up to 19 percent at Stockholm 
Arlanda airport. At the same time the biggest Swedish rail company SJ Group (2018) has 
reported recognisable growth in the number of passengers. Also, the number of rail pas-
sengers in Finland has been growing. Travelers are choosing more eco-friendly option for 
their journey. (VR Group 2020.) 
 
The climate is the biggest motivator for this movement. According to a survey conducted 
by Söderberg & Wormbs (2019) the biggest reason for avoiding flying is the increased 
knowledge about the impact of it on the climate. Reading about climate change has made 
people realise the reality we’re facing if nothing is done. Also, many people in the survey 
mentioned that extreme weather conditions have made them think about their own 
choices and increased their willingness to live more climate friendly. In many cases flying 
was the biggest source of emissions and when the respondents realised it to reduce their 
personal carbon footprint it had to be given up. The people who responded to the survey 
feel that flying is impossible in the state that the environment currently is. The respondents 
feel sad, desperate and panic about the state of the climate and about the sacrifices that 
have to be done to prevent the worst. (Söderberg & Wormbs 2019, 6-12.) 
2.3.3 Flight tax 
Cheap air ticket prices tempt passengers to travel. Many countries in Europe have imple-
mented a so-called eco-tax. In most of the countries it’s directly linked to aviation to de-
crease the environmental impact of flying. In Sweden it’s estimated that the tax affects 
more domestic than international travelling and has little effect on business travel. How-
ever, the number of air passengers is still believed to increase over the next years. So far, 
the impacts of the flight tax have been reported to be quite insignificant. (Linnakangas & 
Juanto 2018, 43-44) 
 
France and Germany both started to collect the aviation tax already in the 90s. The pas-
senger pays extra on outbound flights from the country. In France 3€ is charged for flights 
outside EU while in Germany the tax is up to 42€. (Lopez 2019.) The money from the 
flight tax can be used in different projects, e.g. in France they are using the tax money to 
develop more environmentally friendly travel services (Kokkonen 2019). Engel (2019) ar-
gues that the rise in the price of the ticket won’t chance the customer behaviour enough. 
In addition, the tax might not actually reach the environmental benefit. He suggests that 
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the change should be done by decreasing emissions, finding alternative options for fuel 
and developing new, more eco-friendly technologies. (Engel 2019.) 
 
In Netherlands tax on air travel was put into use in 2008. Combined with the economic cri-
sis at the time resulted in a drastic decrease in the number of air travellers. In 2010 the 
Netherlands decided to give up the tax completely to restore the tourism flow which was 
essential for the economy of the country. (Linnakangas & Juanto 2018.) Today, the Neth-
erlands is planning a new flight tax to be implemented in 2021. The capital of the country, 
Amsterdam is currently suffering from severe overtourism, meaning that they are getting 
an excessive number of tourists and it’s harming the environment and authenticity of the 
destination. The country is hoping the flight tax will help with regulating the tourism. 
(Buyck 2019; Quest, Hardingham-Gill & Appiah 2019.) 
 
Following the footsteps of Sweden where flight tax was implemented in 2018, Finland is 
also considering adding eco-tax for the country. Currently the fuel of domestic flights is 
tax-free and the tickets for domestic flights are at reduced VAT rate in Finland. The popu-
lation has started to demand for actions towards the emissions of aviation industry. The 
citizens’ initiative on flight tax reached over 50 000 signatures in 2019 and is heading to 
be processed at the parliament. (Helsingin Sanomat 2019.) According to The International 
Council on Clean Transportation (2019) Finland is among the countries that release the 
most aviation CO2 emissions per capita. In 2019 nine EU countries have requested a 
common aviation tax for European Union. It would mean mutual policies on flight tax for all 
the EU countries. 
2.3.4 Carbon offset 
Carbon offsetting means neutralising you carbon emissions through a carbon offsetting 
program. This can be done individually of even by a large company. You can easily com-
pensate any kind of purchases that have caused carbon emissions during the production 
or in the use. Many of these programs are based in the developing countries to reduce 
emissions in the future. (Clark 2011.) There are plenty of websites online where to donate 
to a carbon offsetting program.  
 
In the travel industry many airlines for example Finnair have started their own programs to 
sell carbon offsets. Finnair’s program was called Push for change. Unfortunately, in March 
2020 Finnair announced that they have to shut down their offset program for legal reasons 
(Finnair c 2 March 2020). They offered two options to compensate your carbon emissions; 
you could either support a cook stove project in Mozambique or purchase biofuel made 
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from cooking oil. The biofuel was only used in Finnair’s flights from San Francisco since 
the availability is still quite limited. Biofuel actually reduces the emissions of flying while 
offsetting only a temporary choice. Despite the setback Finnair plans to include the offset-
ting ang biofuels directly in their ticket (Finnair c 2 March 2020). This is part of Finnair’s 
overall goal to reach a carbon neutral growth from 2020 onwards. (Finnair b.) More and 
more tour operators are also offering a chance to offset you holiday. Some tour operators 
even sell pre-compensated trips. (Choat 2019.) 
 
Monbiot (2006) and Clark (2011) suggest that carbon offset programs are only providing 
good conscious for travellers instead of making permanent changes. The real problem is 
the amount of carbon emissions that need to be diminished and that can’t be done by 
compensating them. Monbiot (2006) compares carbon offset programs to selling absolu-
tions by the Catholic church in the Middle ages, you could get rid of your sins by paying 
the church. Clark (2011) also argues that many of the offsetting programs aren’t reliable. 
He claims that some of the programs might even cause more emissions to the atmos-
phere and don’t operate the way they claim. You need to do a lot of research to find a 
trustworthy program that delivers their service. However, Clark (2011) mentions that it’s 
difficult to find assurance of which programs work unless you visit the project yourself. 
 
The prices of the offsetting programs vary a lot. At Finnair the prices are quite modest; 1€ 
for a return flight in Finland, 2€ for a return flight in Europe and 6€ for an intercontinental 
return flight. The prices for the biofuel are a lot higher, up to 60€ for an intercontinental re-
turn flight. (Finnair b.) At MyClimate, an offsetting company, the prices are a lot higher and 
precise. You can calculate the price for your exact trip, with or without layovers and 
choosing your seat class. For example, offsetting a return flight in economy class from 
Helsinki to London costs 16€ and to Bangkok 61€. (MyClimate.) 
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3 Generations 
Generations are a group of people who were born over the same period. Generations are 
divided based on the values, characteristics and experiences of people. Political, social 
and economic situations also affect the division. Usually one generation is born over 15 to 
20 years. The memories of a specific generation might differ of a certain situation e.g. a 
war or economical down shift but most importantly all the people that belong to the same 
generation have experienced it. Each generation is influenced by different factors. (Pew 
research center 2015.) According to The Center for Generational Kinetics the most im-
portant factors that influence the generations are parenting methods, technology and eco-
nomics.  
 
The cut-off years between the generations may vary a lot according to different sources. 
The Center for Generational Kinetics claims that it’s more important to focus in the charac-
teristics of the generation than a specific year when a generation supposedly started. The 
geographical location also affects the division of the generations (The Center for Genera-
tional Kinetics). For example, a person who’s lived their whole life in Finland has experi-
enced the most important events in life completely differently than a person living in North 
America or China.  
 
Figure 3 shows the timeline of the generations in the 20th century in the North America. 
The first generation is called the Greatest generation (born before 1924). The name 
comes from the fact that this generation had to live through the Great Depression in the 
1930s and World War II. Then came along the Silent generation (1925-1945) which was 
the trailblazer in the 20th century pop culture. After that came the Baby boomers (1946-
1964) who were born after the World War II. The population truly peaked during the Baby 
boomer generation. Generation X (1965-1980) is believed to be the first modern genera-
tion. The Millennials (1981-1996) began to emerge in the early 1980s and were followed 
by the Generation Z (born in 1997 and onwards). (CNN 2019.)  
  
  
15 
 
                       
                       
                       
                      
                       
                       
                       
                       
                       
1910 1920 1930 1940 1950 1960 1970 1980 1990 2000 2010 2020 
 
Figure 3. Timeline of the generations (Adapted from CNN and Pew research center)  
 
According to Smith and Nichols (2015, 39) the years between the generations are a little 
bit different compared to CNN. Baby Boomers were born during the years 1943-1960. 
Generation X would start already in 1961 and end in 1979. The Millennial generation 
would start in 1980 and continue until the end of the millennium according to their name. 
(Smith and Nichols 2015, 39.) This is a common suggestion from other sources as well 
such as Dangerfield (2017) and Wallop (2004). Generation Z would then start right at the 
new millennium and split the generations clearly. 
 
In Finland the timeline of the generations is a bit different compared to the North Ameri-
can. The reason is that people experienced the recessions, downturns and other im-
portant events at different times than the North Americans. In addition, all the global 
trends seem to arrive to Finland a few years later. Finnish generations are also a bit 
shorter in years due to the fact that significant events cut the generations apart. (Järven-
sivu, Nikkanen & Syrjä 2014, 39-40.)  
 
There are multiple differences between all the generations. For example, younger genera-
tions show less interest in religious activities than older people. A growing percentage of 
young people are becoming unaffiliated with religion every year. A big difference is also 
seen with the approval of same-sex marriage and gender equality. Young generations are 
more approving in these matters. (Pew research center 2015.) In addition, older genera-
tions have noted to be more traditional and conservative as young people are more easy-
going, creative and fun (Free management library). 
 
The sources and information that is found about the topic and used in this chapter mostly 
relies on North American generations. Finnish data isn’t available. Hence, it’s possible that 
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the characteristics and habits don’t match with the Finnish population. Also, the number of 
reliable sources about generational characteristics and travelling habits is very limited.  
3.1 Generation X 
Depending on the source, Generation X were born between early 1960s and 1980s. In 
this work I’m going to limit the Generation X according to Pew research center (2015). The 
source is very reliable since they’ve conducted a lot of researches related to generations. 
Hence, the Generation X were born between 1965 and 1980. In 2020 the youngest Gen 
Xers are turning 40 years and the oldest 55 years. The generation got its official name 
from Douglas Coupland’s book Generation X: Tales for an accelerated culture in 1991 
(Pew research center 2015).  
 
This generation emerged after the largest generation so far, Baby Boomers and was fol-
lowed by the Millennials. They’re often referred as the forgotten generation because they 
stayed in the shadow of the Baby Boomers and the Millennials, which both have been 
very interesting to researchers and media (Woo 2018). Other nick names that have been 
used from Generation X are the “middle child” due to their place between Baby Boomers 
and Millennials and “baby bust” because of the low birth rates after the big boom after 
World War II (Taylor & Gao 2014; Pew research center 2015). The low birth rate can be 
explained with the launch of the birth control pill in the early 60s. In addition, rise in the 
standard of living impacted the natality significantly. (Ryan 2004, 37.) 
 
A few of the most important global events that bring the Generation X together are the fall 
of the Berlin Wall in 1991, the end of the cold war in 1991 and the end of apartheid in 
South Africa in 1994. To be noted, the Gen Xer were already at the age that they could 
understand and remember these events. (Woo 2018.) Generation X in the North America 
also had to go through the great recession in the 1980s and again in the 1990s (Phillips 
2015). Finland experienced a recession in the 1990s and it affected deeply its economy 
and employment rate (Sommar 2012). Although most Gen Xers were just children during 
the first downturn in the North America it might have impacted their childhood experiences 
radically. During the recession in the 90s some of the Gen Xers were about to step into 
the work life, which was challenging since the employment rates dropped to 10% at their 
worst (Phillips 2015). 
3.1.1 Typical traits of Generation X 
Gen Xers learned to be self-reliant from a very early age. Divorces were getting more pop-
ular at the time which lead to more single parents taking care of their children and working 
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fulltime. Also, more women started entering the work life so typically both of Gen Xers’ 
parents were working, which was a big change comparing to the previous generation. 
Some of the Gen Xers had to look after their siblings as well. They grew up to be inde-
pendent and autonomous while doing everything themselves. They would only trust them-
selves and their respect needs to be well earned. (Wood, 2; Ryan 2004, 38.) 
 
Generation X grew up at the emerge of technology and were the first ones to be exposed 
to it and its endless limits. Although all the gadgets weren’t present in the everyday life 
yet, Gen Xers got the hang of them quickly. (Ryan 2004, 38). Gen Zers are confident in-
ternet and social media users. Even 90% of Generation X owns a smartphone. However, 
Gen Xers’ faith in internet has decreased over the last few years, they don’t only see it as 
a positive factor in the society. (Vogels 2019.) 
 
Work and personal life balance is important to Gen Xers. They appreciate their living con-
ditions as much as their work hence they tend to settle down before choosing a place to 
work. (Ryan 2004, 37.) They value time and want to spend it with important people in their 
life. They’re keen on developing their personal goals and achievements as well as profes-
sional. (Jörg 2017.) If they’re unsatisfied with their conditions at work, they won’t think 
twice about switching to a better place. They would much rather work somewhere they 
can keep developing their skills and feel appreciated. (Kane 2019.) 
 
This generation tends to be quite sceptical. They question everything to make sure 
they’ve chosen the best option. (Zaslove 2017.) The scepticism and cynicality get their 
roots from the unstable childhood of the Generation X. As they had to watch their parents 
struggle financially, they began to put more value on questioning their own and other’s 
choices. (Gibson, Greenwood & Murphy 2009, 5.) 
 
Generation X is a so-called hybrid generation. They don’t have a preference whether they 
want to do activities and errands online or offline. They enjoy watching TV, but they can 
relax just as well by reading a book. They’ve experienced the ease of shopping online, but 
they still like to shop in physical stores. They are comfortable with technology and its con-
venience, but they are happy to wind down without all the gadgets as well. (Jörg 2017.) 
3.1.2 Generation X as travellers 
This generation tends to travel less than the other generations. They’re busy with work 
and their families. In addition, Generation X is very family-oriented when travelling. They 
value the time they spend with their families and want to bring them along to the holiday. 
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When they travel, they opt for domestic destinations. (Intelligence 2017; Sheivachman 
2017.) During their holiday Gen Xers enjoy going to museums, sightseeing and experienc-
ing cultural exchange. (Expedia 2017,15.) 
 
Gen Xers are price conscious and always look for the best deals when travelling. More 
than half of Generation X books their trips through an online travel agency. They compare 
service providers to find the best prices. (Sheivachman 2017.) They look for information 
about destinations on the internet, online travel agencies, search engines, travel guides 
and articles. They also turn to their friends and family for some advice. (Expedia 2017,13; 
Ipsos Affluent influence 2018, 11-12.) 
 
Reviews from other travellers are important and valued. They choose their destinations, 
hotels, restaurants and activities based on the reviews. Also Gen Xers tend talk to people 
who have visited the same destination to find out more about it. Facebook is the most 
used social media platform for this generation and especially for the women. They are 
quite active in Facebook and post about their travels but don’t use it to find inspiration to 
travel. (Expedia 2017, 17-18; Ipsos Affluent influence 2018, 11-12.) 
 
Generation X enjoys relaxing and winding down during their travels (Expedia and The 
Center for Generational Kinetics 2018, 7). They want to escape from their mundane life 
during the holiday. Especially the women of generation X desire relaxing holidays instead 
of being active and exploring. The men also want to relax during their holiday but are 
more responsive to active travels. Nearly half of the men opt for an active holiday. There-
fore, it’s important that the destination offers opportunity to relax and activities for Gen 
Xers. (Ipsos Affluent influence 2018, 6.) Many of them also prefer having an all-inclusive 
holiday which gives them the best change to relax (Expedia 2017,15). 
3.2 Generation Z 
The name and cut-off point for Generation Z was only confirmed in 2019 by Dimock 
(2019), a researcher from Pew research center. The generation Z were born in 1997 and 
onwards. The line to the next generation hasn’t been drawn yet. Dimock suggests that the 
cut-off year to the next generation would be 2012. It will most likely take years to see the 
bigger picture of these generations. As mentioned earlier the cut-offs between different 
generations depend highly on the experiences and there are no official years marked 
where a generation starts or ends. (Pew research center 2015.) In this work I will mark the 
Generation Z from 1997 to 2012. In 2020 the oldest Gen Zers would then turn 23 years 
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and the youngest are only 8-year-olds. Many of the Generation Z are children of the Gen-
eration X (Wood, 1).  
 
Generation Z follows the current largest generation, the Millennials (1981-1996). Hence, 
they’re often referred as the post-millennial generation. They are also called the iGen due 
to the fact that smartphones, more specifically iPhones launched in 2007. The critical 
event that divides Generation Z from the Millennials is the 9/11 terrorism attack in the USA 
in 2001. Most Gen Zers were too young to understand or even remember the significant 
event in the world history. (Dimock 2019.) 
 
There are also social, political and economic issues that unite the Generation Z. The world 
suffered another global recession in 2008 that affected the western countries specifically. 
The employment rates dropped to 10% again, many lost their jobs and income. (Chatzky 
2018.) Gen Zers were only children at the time but remember the economic uncertainty 
that dominated the households. The 2010s was the decade for climate and environment 
discussion. The climate change was finally understood as a serious threat and measures 
were taken. Surely even the youngest Gen Zers are now aware of the climate crisis. The 
whole world is talking about Greta Thunberg, the Swedish climate activist, who also hap-
pens to be part of Generation Z. Young people especially are interested in the well-being 
of the climate and they’ve been actively bringing up the climate crisis around the world. 
(Leach 2020.)  
3.2.1 Typical traits of Generation Z 
This generation grew up with technology. Dorsey (2015, 1.25) states that the youngest 
members of the generation won’t remember life without smartphones, tablets and all sorts 
of gadgets. Their childhood was filled with technology; tv, video games, computers, tablets 
and the list goes on. These devises have always been present in Gen Zers’ life (Wood, 1). 
Generation Z has got a lot of faith in technological developments in the future (Broadbent, 
Gougoulis, Lui, Pota & Simons 2017, 20). They want to have the newest and best ver-
sions of the technology (Wood, 1). Generation Z is largely influenced by social media. 
They are living through it. They’re always reachable, anywhere, at any time. (Tulgan 
2013.) 
 
Generation Z values education more than the previous generations. They are on their way 
to be the most educated generation yet. Their parents have strong influence on the fact 
that Gen Zers are applying to university as the generations keep getting more and more 
  
20 
educated. Every generation has been more educated than the previous one. (Fry & Par-
ker 2018.) They also feel that education could be the solution many problems around the 
world (Broadbent & al 2017, 9).  
 
Gen Zers have a strong desire to make a change and leave their mark on the society. 
They’re hoping for a better world with less violence and more justice. They believe in their 
causes and are willing to put themselves out there. Greta Thunberg has shown great ex-
ample by being the face of the climate strikes. She’s influencing people and leaders 
around the world. She is proudly representing Generation Z by fighting for the causes she 
believes in. (Perna 2019.) Generation Z is more aware and interested in the problems of 
today’s society, economy and environment than any other generation. They’re eager to 
solve these problems. (Lukkarila 2018.)  
 
Equality is an important value for Gen Zers. They believe that everyone should have the 
same opportunities in every aspects of life. Also, same-sex marriages and transgenders 
are accepted by the vast majority. Race, gender, culture or religion have little impact on 
Gen Zers’ friendships and decision making. They are more liberal and permissive than 
previous generations. Generation Z has mutual respect for everyone. (Broadbent & al 
2017, 18, 20.)  
 
Young people feel distressed and pessimistic about the future. The world is becoming a 
worse place to live than it was before. The generation feels especially threatened by acts 
of terrorism and conflict situations. They’ve witnessed terrorist attacks, shootings and 
other uncomfortable situations in the recent years around the world. Also, sustainability 
and climate change are serious concerns for Generation Z. They want to set an example 
and guide the world to a better tomorrow. (Broadbent & al 2017, 19.)  
3.2.2 Generation Z as travellers 
As consumers Gen Zers are expecting a wide variety of products and services. They want 
to be able to choose the best option. They’re used to having it all close-by with an easy 
access. They are looking for convenience by saving time and effort. Everything is done 
online, preferably with their smartphone or other devices. Purchases are done with mobile 
devices as well hence they’re expecting it to be effortless. (Lukkarila 2018; Wood, 1.) 
 
Gen Zers use internet and especially social media to look for information. Opinions and 
recommendations of friends and other contacts are expected and appreciated. More than 
1/3 of Gen Zers have chosen to travel to a destination based on a post they’ve seen on 
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social media (Expedia & The Center of Generational Kinetics 2018, 15). All the decisions 
and bookings are made online. They will also share their own experiences in social media. 
Chats are also used to exchange information. Negative reviews and bad reputation about 
a restaurant or a hotel are important and many Gen Zers make their decisions based on 
them. (Monaco 2018, 9-10.) 
 
Young travellers are eager to customize their travels. They prefer personalised travelling 
over mass tourism. They want to experience unique and authentic destinations. Tourism 
is seen as a cultural and social event and Gen Zers want to learn about different cultures. 
They want travelling to be meaningful. It’s a way to develop themselves and discover new 
viewpoints to life. They prefer organising their travels independently instead of using a 
travel agency. (Monaco 2018, 11-12.) 
 
In their travels, Generation Z is looking for experiences rather than depending on the des-
tination. They want to explore and try new things more than anything. (Expedia & The 
Center of Generational Kinetics 2018, 7.) They want to experience every tiny detail of the 
destination. Gen Zers are active travellers who want to do and see during their trips. They 
place value on travelling to unique destinations where no one has been before. (Whitmore 
2019.) Gen Zers are bucket-list travellers. They want to cross off items from their list. 
(Sheivachman 2017.) 
 
According to a study conducted by Criteo (2019) young travellers are the most concerned 
about the climate and environment. Generation Z are aware that their travel behaviour 
needs to change in order to be more environmentally friendly. (Criteo 2019.) A research 
conducted by Booking.com (2019) states that more than half of Gen Z travellers think 
about the environmental impact of the destination when travelling. Also, 60% of Gen Zers 
want to use more environmentally friendly transportation at the destination. (Booking.com 
2019.) 
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4 Research methods 
Research means observing, discovering and understanding new concepts and phenom-
ena. The purpose of academic research is to generate new knowledge and to study and 
apply existing knowledge to the results and analysis of the research and vice versa. 
(Johns & Lee-Ross 1998, 1, 10.) This is an empirical research. It’s based on a theory and 
focused on explaining a phenomenon and reasons for certain behaviour. Empirical re-
search can be divided into qualitative and quantitative approaches. (Heikkilä 2014, 12). 
 
Qualitative research prepares to answer to questions such as why, how and what kind. 
The phenomenon is explained through a small but carefully picked sample audience. The 
research isn’t meant to generalise the topic but provide a deeper and broader viewpoint 
for it. The results of the research are often explained in a form of text. Interviews and ob-
servation are common techniques for qualitative research. (Heikkilä 2014, 15.)  
 
Quantitative research answers to questions such as what, where, how much and how of-
ten. The research requires a big sample of participants. (Heikkilä 2014, 15.) The research 
lies its foundation on a theoretical framework. The phenomenon and its factors are known. 
(Kananen 2011,12.) The results of qualitative research are often presented in a numerical 
and statistical form with charts and figures. Findings can be generalised and repeated. 
(Heikkilä 2014, 15; Creswell 2014, 4.) This is a quantitative research. Quantitative method 
was chosen because it will present a large scale of responses and data that can be gener-
alised and applied to different purposes. In this research large sample is necessary to 
study the phenomenon and get insights of it. 
4.1 Quantitative survey 
Survey is one of the most common methods in quantitative research. In survey research 
the information is gathered with questions. (Heikkilä 2014, 17.) The aim is to solve and get 
answers to the research problem and questions with the survey. The survey questions 
help define the research questions and eventually find solutions to the research problem. 
(Kananen 2011, 21, 27.) The questions in the survey are presented to the audience al-
ways in the same way and in the same order. Survey is a suitable choice for a research 
method when the sample is big, and the topic of the research is personal. (Vilkka 2007, 
28.)  
 
Survey questionnaire is the main method for this research as well. The purpose of the sur-
vey is to find out about the level of eco-anxiety Generation X and Z are experiencing and 
how it affects their travelling habits. Survey was chosen as the method because data 
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wanted to be collected from a big sample. Large amount of data can be processed with 
the help of online platforms. Webropol and Excel were chosen as the platforms in this re-
search because the survey wanted to be published online. That is more efficient and eco-
friendlier than printing the survey on paper. Also, it is easier to read the data with the help 
of these platforms.  
 
When planning the survey, it’s important to think carefully about the output of the ques-
tions. Nothing can be left for misinterpretation. Before publishing the survey to the audi-
ence, it should be tested for spelling mistakes and understandability of the questions. (Ka-
nanen 2011, 21-22.) According to Heikkilä (2014, 47) a good questionnaire includes some 
of the following things: it’s clear and logical, it asks only one thing at a time, it’s not too 
long and it makes the respondent feel appreciated. Open-ended, multiple-choice and 
scale-based questions are the most used in surveys. Open questions offer possibilities to 
get information that the structured questions wouldn’t get but they are harder to process 
statistically. Likert’s scale is a common choice for scale-based questions. Usually the 
scale consists five or seven different answer choices in a way that the scale is ascending 
or descending. (Hirsjärvi, Remes & Sajavaara 2007, 193-195.) 
 
The survey includes 10 questions and they are based on the research questions and the 
theory in chapters two and three. With 10 questions, it’s possible to collect good amount 
of data without the survey taking too long to answer. Most of the questions include Likert’s 
scale to answer so diverse data will be collected with it. It takes approximately five 
minutes to fill the survey and that is mentioned in the beginning of the questionnaire with a 
foreword. Five minutes is short enough to not have the respondent get frustrated or bored 
with the questionnaire.  
 
The relations between the research questions, survey questions and theory are visualised 
in appendix 1. The research questions and theory together justify the questions in the sur-
vey. The questions are categorised in three different groups according to the research 
question. This will make it easier for the respondent to internalise the different areas of re-
search. The survey was tested with a small audience before publishing the final version. 
Some changes were made according to the recommendations of the test audience. The 
order of the answer choices was changed to make it easier to read on a mobile devise. 
Also, some typing errors were corrected according to the suggestions of the test audi-
ence.  
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4.2 Sampling 
Sampling is used is research to the get the necessary data without having to do the exper-
iment to the whole group involved in the research. The sample that is chosen for the re-
search needs to represent the whole population. The sample needs to have the same 
characteristics as the population at the same proportions. To be able to compare different 
groups inside the whole sample it’s necessary to get 200-300 responses to the survey. 
Each group should have at least 30 representatives. (Heikkilä 2014, 31, 43.)  
 
The aim is to get at least two hundred responses to the survey. The survey is published in 
two different Facebook groups; Matkustaminen, lähelle ja kauas with a thousand mem-
bers and Nordic travel and lifestyle with 10000 members. These groups were chosen be-
cause they represent different type of travellers and it’s important to get a large variety of 
answers to the survey. The survey is open for all the members of the groups and anyone 
who wants can fill it. Facebook was chosen as the main platform because many repre-
sentatives of Generation X and Z use Facebook on a daily basis. The survey is open for a 
week from 3rd of March 2020 to 10th of March 2020. 
4.3 Analysis methods 
There are several different tools online that can be used to collect and analyse the data. 
Webrobol and Digium Enterprise are examples of online research programs to help gather 
the data at first. These programs are especially suitable for online surveys. Statistical soft-
wares such as SPSS, PSPP and Excel provide good platforms to process quantitative 
data. (Heikkilä 2014, 118-119.) In quantitative research variables are formed from the ex-
isting data. Each variable has its own value. The data can be processed through these 
variables. (Hirsjärvi, Remes & Sajavaara 2007, 217.) 
 
The survey is designed in Webropol and the results are transferred to Excel to analyse the 
data. Also, the tools in Webropol are used to separate and analyse the data. Each ques-
tion and its results are transferred to their own Excel table. Variables are formed from the 
received data. The results are presented in a way that is typical for quantitative research, 
graphical charts, diagrams and figures with conclusions of the results in a verbal manner. 
After explaining the results, the research is followed by the analytical part and comparing 
the findings with the theoretical framework.  
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5 Results 
The goal to get at least 200 responses to the survey was reached. In total the survey got 
273 valid responses. Out of the 273 respondents approximately 38% represents Genera-
tion X and the rest 62% represents Generation Z. Most of the respondents were Gen Zers 
even though Facebook isn’t their preferred social media platform. Only about 10% of the 
respondents were male which that means the sample is too small to analyse separately. 
As was mentioned in the chapter 3.1.2 Generation X as travellers, women are especially 
active in Facebook. That was proved with this survey as well since 90% of the respond-
ents were women.  
 
The survey was open for a week as planned from 3rd of March to 10th of March. It was re-
newed once after publishing it in the Facebook groups. The sample of the survey repre-
sents just a small part of the total population so the findings can’t be generalised. Some 
conclusions about eco-anxiety and its connection to travelling behaviour can still be made 
from the collected data. The questions in the survey weren’t compulsory to fill but most of 
the questions were still answered by all of the respondents. Only the 4th question (appen-
dix 2) got 272 responses and the 5th question got 268 responses.  
5.1 Climate friendly travelling 
The survey questions in this group were formed to answer to the sub research question 
“What are Generations X and Z willing to do for more climate-friendly travelling?”. In the 
beginning of the survey respondents’ opinions and attitudes towards climate friendly trav-
elling were asked. Their previous knowledge, willingness, actions about climate friendly 
travelling and are the emissions of travelling affecting their choices were clarified in figure 
4. The preferred modes of transportation of Generation X and Z while going on a holiday 
were resolved in figure 5. The actions for climate friendly travelling are prescribed more 
specifically in figure 6. In addition, the reduction of flying is presented in figure 7.  
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Figure 4. Attitudes towards more climate friendly travelling 
 
As figure 4 shows, most of the respondents from Generation X and Z have got the 
knowledge to travel more climate friendly, they know how to do it theoretically. There 
aren’t significant differences between the two generations. Up to 88% of all respondents 
chose answers “Strongly agree” or “Partly agree” to the claim “I know how to travel more 
climate friendly”. Only a small percentage disagree with the claim and doesn’t know how 
to choose climate friendly travelling options. Even a smaller portion chose “I can’t say” as 
an answer.  
 
Also, the willingness of the traveller to travel more climate friendly was measured. While 
reviewing figure 4 it can be noticed that Generation Z feels more comfortable expressing 
their readiness to change their travelling behaviour. About 23% of Gen Zers strongly 
agree to wanting to travel more climate friendly while out of Gen Xers only 14% strongly 
agree. Both generations partly agree for more than 40%. The majority from both genera-
tions show willingness to travel more climate friendly. However, up to 23% of Generation 
Z and 44% Generation X partly or strongly disagree with the claim.  
 
Figure 4 shows as well the whether the respondent has taken actions towards more cli-
mate friendly travelling. The responses are spread quite evenly among the answer 
choices. “Strongly agree” got the second least answers after “Can’t say” while “Partly 
agree” was the most popular choice for Generation X and for Generation Z it was 
“Strongly disagree”. There are no significant differences between the generations. The 
slight majority have chosen partly or strongly disagree. 45% of Generation X and 40% of 
Generation Z have taken at least some actions to travel more climate friendly.  Up to 3% 
of the total responses chose the answer “Can’t say”. 
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One of the questions in figure 4 found out whether the emissions of travelling affect the 
decision making of the respondent while travelling. Again, there are no significant differ-
ences between Generation X and Z. Most of the responses are divided quite the same 
way as in the previous question; evenly between “Partly agree”, “Partly disagree” and 
“Strongly disagree”. Less than 10% of both generations strongly agree with the claim. The 
majority of Generation X and Z partly or strongly disagree with the claim. The emissions of 
travelling don’t affect the travelling choices of most of the respondents. However, 44% of 
Generation X and 40% of Generation Z states the emissions affect their decision making 
at some level.  
 
 
Figure 5. The modes of transportation from the past and the following year 
 
Figure 5 represents the types of transportation people have used during the past year and 
what people are planning to use the following year when going on a holiday. The number 
of total answers for the following year diminished by almost 16% compared to the past 
year. From total answers it’s also possible to notice that Generation Z has chosen about 
twice as many options as Generation X but to point out also 62% of the respondent of the 
survey were Gen Zers. Car was the most popular mode of transportation for both genera-
tions during the past year. Airplane was the close second option for both generations. 
Compared to Generation Z bus and train were chosen much less among Generation X. 
They were the least opted means of transportation for Gen Xers while bus and ferry trav-
elling were the least opted among Generation Z. The responses are divided quite similarly 
for both years.  
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Figure 6. Actions for climate friendly travelling 
 
Figure 6 shows statistics for the claim “I compensate my flight emissions”. The vast major-
ity with 46% of Generation X and 43% of Generation Z doesn’t compensate their flight 
emissions or only does it occasionally. Only a small percentage of both generations al-
ways compensate their flight emissions. About 8% of both generations mostly compen-
sate their flight emissions. Also, 18% of Generation X and 22% of Generation Z chose the 
answer “I can’t say”. 
 
One of the claims in figure 6 shows how much do the respondents opt for low emission 
transportation. The most popular answer in this claim was the option “Sometimes” with 
57% of Gen X and 54% of Gen Z. Mostly was chosen by 17% of Generation X and up to 
32% of Generation Z. About 5% of the respondents always opts for low emission transpor-
tations while 17% of Generation X and 9% of Generation Z never choose a low emission 
transportation.  
 
The last claim in figure 6 shows whether the respondents opt for domestic destinations 
when travelling or not. A small percentage always opts for domestic destinations while 
34% of Generation X and 29% of Generation Z mostly choose domestic destinations. The 
majority of both generations about 53% sometimes opt for domestic destinations. Only 9% 
of Generation X and 13% Generation Z never choose domestic destinations for their trav-
els. This claim answers better to the sub-question in the destination category but is dis-
played in this sub-chapter because it was part of the same question as the other claims 
above.  
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Figure 7. The reduction of flying  
 
Figure 7 represents the statistics for the claim “I have reduced flying in the past three 
years”. The answers have spread quite similarly between the two generations. The major-
ity with 38% of Generation X and 42% of Generation Z state that they strongly disagree 
with the claim. However, up to 24% of Generation X strongly agree and 16% partly agree 
with the claim. Out of Generation Z 18% strongly agree and 22% partly agree with the 
claim. About 6% of all respondents chose “Can’t say” as an answer.  
5.2 Preferences of destinations 
In this section the preferences for the destination were asked. The survey questions were 
designed to answer the sub research question “What are Generations X and Z taking into 
consideration when choosing their destination?”. Different factors from theoretical chap-
ters 3.1.2 Generation X as travellers and 3.2.2 Generation Z as travellers were introduced 
to the respondents. Figure 8 presents the preferences of Generation X and Generation Z 
from the most important to the least important.  
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Figure 8. The preferences of the destination 
 
Figure 8 shows the factors that affect the decision making when choosing a destination for 
a holiday. The most important factors for both generations are “New experiences”, “Relax-
ing” and “Price”. “New experiences” is considered very important or quite important by 
87% of Generation X and 95% of Generation Z. “Relaxing” was the most popular option 
for Generation X with 90% of very important or quite important options. “Price” was con-
sidered the third most important option for Generation Z. However, for Generation X the 
“Ease to travel to the destination” marginally overtakes “Price” for preference by one per-
cent when taking both “Very important” and “Quite important” options into account. “Re-
views” were the fourth most important factor for Generation Z with 74% of very important 
or quite important. Comparing with Generation X, the number is only 60%. “Recommenda-
tions of acquaintances” were considered very important or quite important by 55% of Gen-
eration X and 60% of Generation Z.  
 
The responses are divided quite similarly among both generations in figure 8. Only “Fam-
ily friendliness” has got very different responses. For Generation Z “Family friendliness” is 
considered only slightly important or not important by the majority of 88%. It’s the least im-
portant factor for Generation Z. Only 5% of Gen Zers see it as a very important factor. Up 
to 45% of Generation X see it as a very important or quite important preference.  
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The least important factors when choosing a destination for both generations were “Cli-
mate friendliness” and “Social media”. “Climate friendliness” is considered as very im-
portant or quite important only by 33% of Generation X and 38% of Generation Z. “Social 
media” is seen even less important to Generation X with 25% of very important or quite 
important responses. Compared to Generation Z social media is a bit more important with 
35% of very important or quite important responses.  
5.3 Experiences of eco-anxiety 
The questions presented in this sub-chapter were formed to answer the sub research 
question “How are Generations X and Z experiencing eco-anxiety?”. The figure 9 presents 
the feelings and symptoms of eco-anxiety that the respondents have experienced. There 
was also a blank box to leave a comment about their own ideas of what they have been 
feeling. Some claims about eco-anxiety in practice are introduced in figure 10. This is go-
ing to form a general idea of how these generations are experiencing eco-anxiety.  
 
 
Figure 9. Feelings and symptoms of eco-anxiety 
 
The claim for the answer choices presented in figure 9 was “I have experienced the fol-
lowing emotions or symptoms concerning the state of the climate”. From all answers it’s 
possible to notice that Generation Z has chosen a lot more “All the time” or “Often” an-
swers than Generation X. On the contrary Generation X has chosen more “Never” option 
than Generation Z. The only exception is the symptom “Hope” which has been more expe-
rienced among Generation X. “Hope” also collected the most “Can’t say” answer with al-
most 7% of both generations. All symptoms have been experienced at some level among 
both generations.  
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The most experienced symptoms considering the climate for Generation X and Genera-
tion Z are helplessness, anxiety and grief. Helplessness was experienced “All the time” or 
“Often” among 49% of Generation Z and 37% of Generation X. Anxiety was the second 
most popular among Generation Z with 41% of “All the time” or “Often” answers. Grief was 
the second most chosen for Generation X with 26% of “All the time” or “Often” choices. 
Guilt was more popular among Generation Z but up to 68% of them stated they only feel it 
sometimes or never.  
 
The least experienced symptoms among both generations are stress and insomnia. In-
somnia was hardly even recognised among Generation X with no “All the time” or “Often” 
responses at all. Stress got similar results among Generation X with no “All the time” re-
sponses and only 2% chose “Often” as an answer. Among Generation Z the majority has 
never experienced insomnia with 85% when considering the climate. Stress is experi-
enced “Often” or “Sometimes” by 43% of Generation Z. The vast majority of Generation X 
chose “Never” for insomnia with 97% and stress with 80%.  
 
The open box in the end of the question created interesting statements from some re-
spondents. Some of the most repeated answers were irritation, frustration and being up-
set. The respondents criticised the actions taken by the government and the system that 
prevents the actions towards more climate friendly lifestyle. Some stated that they also 
feel annoyed when someone doesn’t seem to care about the climate at all or when climate 
is all people talk about. Worry about the climate and future also came up.  
 
 
Figure 10. Experiences about climate and eco-anxiety 
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Figure 10 presents different claims about experiences of eco-anxiety that were stated to 
the respondents. The first claim “The well-being of the climate is important to me” col-
lected a large amount of answers that agreed with the claim. Up to 97% of Generation X 
and 89% of Generation Z chose to strongly or partly agree with the claim. Only about 1% 
of both generations strongly disagree with the claim. The next claim resolves whether the 
respondents feel responsibility to change their consumer behaviour to be more climate 
friendly. The majority agrees with the statement. 31% of Generation X and 46% of Gener-
ation Z strongly agree while only 8% of Generation X and 10% of Generation Z strongly 
disagree with the claim.  
 
The willingness to change consumer behaviour for climate was suggested in one of the 
claims in figure 10. Again, most of the responses were positive. 78% of Generation X and 
83% of Generation Z strongly or partly agree with the claim. 10% of Generation X and 7% 
of Generation Z strongly disagree with the claim. The next claim “I’m experiencing eco-
anxiety” got different responses from the generations. The majority of Generation X partly 
or strongly disagree with the statement with 61%. However, the majority of Generation Z 
strongly or partly agree with the claim with 60%. 
 
In the last claim in figure 10 “As an individual the changes in my consumer behaviour are 
insignificant concerning the climate” the responses are spread quite evenly among all the 
options, except “Can’t say”. The responses are also similar for both generations. “Strongly 
agree” got the least votes from both generations and “Partly agree” was marginally the 
most popular option for Generation X with 30% and for Generation Z with 31%.  
6 Discussion 
Some of the main findings of the survey are that Generations X and Z care about the well-
being of the climate and know how to travel climate friendly. Both generations are equally 
climate conscious as any major differences between the generations weren’t observed. 
However, their actions speak lounder than their words. Many of the respondents don’t 
choose climate friendly options when travelling. They might have updated their everyday 
habits to be more climate friendly but travelling habits still lack improvement. Their positive 
thoughts about climate require implementation. 
 
Chapter 2.3 Eco-anxiety and travelling presents different options for more climate friendly 
travelling. It states that people can choose low emission transportation, domestic destina-
tions, reduce flying and offset their carbon emissions. Low emission transportation and 
domestic destinations interest roughly 1/3 of the respondents of the survey. The majority 
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hasn’t reduced flying but also about 40% of the respondents have done it at some level. 
Flight emissions are compensated by only a small amount of people even though it is of-
fered by many airlines and travel agencies. Making decisions towards more climate 
friendly travelling is more occasional than a regular habit. Most of the respondents choose 
climate friendly options only sometimes. It seems that the conscious travellers are a small 
group of people and they don’t represent the majority.  
 
Symptoms of eco-anxiety were discussed in chapters 2.1.2 Psychological impacts of cli-
mate change and 2.2 Eco-anxiety. Stress, grief and guilt were mentioned among other 
symptoms. According to the results of the survey most the symptoms that were mentioned 
in the theory were experienced by the respondents. Generation Z expressed to have ex-
perienced more symptoms than Generation X. Gen Zers are more vulnerable to external 
influences. As it was mentioned in chapter 2.2 Eco-anxiety younger generations are more 
likely to suffer from eco-anxiety is proven to be true with the survey. A significant part of 
Generation Z said to experience eco-anxiety comparing to Generation X. 
 
Chapter 3.2.1 discusses the characteristics of Generation Z. Sustainability and climate 
change are said to be big concerns especially for this generation. Still, their genuine inter-
est for climate isn’t significant when looking at the findings of the survey. Generations X 
and Z gave similar responses to the survey questions and Generation Z doesn’t stand out 
with being more climate conscious. More Gen Xers stated the well-being of the climate 
being important to them. Thus, Generation Z isn’t more climate friendly compared to Gen-
eration X. 
 
Some factors that were mentioned in chapters 3.1.2 Generation X as travellers and 3.2.1 
Generation Z as travellers were verified with the survey. New experiences, relaxing and 
price turned out to be important factors for both generations when choosing a destination. 
Even though new experiences were mentioned in Generation Z chapter and relaxing and 
price were mentioned in Generation X chapter they were chosen by both generations. 
Other elements such as social media and climate friendliness weren’t as important as it 
was stated. They were both mentioned in Generation Z chapters 3.2.1 and 3.2.2. After all, 
social media isn’t such a strong influence when choosing a destination.  
 
There’s a clear conflict between the will and the actions of the respondents. There might 
be multiple different reason for people acting against their values towards climate. As the 
survey stated people have the knowledge and willingness to travel more climate friendly 
but they don’t do it. Other factors are considered more important than climate when travel-
ling. People in Finland are used to a certain lifestyles and standard of living. For some it 
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includes travelling and perhaps “showing off” to friends and acquaintances. For others it 
might be a yearly habit to travel somewhere warm and familiar. Patterns are hard to 
break. It’s a privilege to be able to travel although many see it as a necessity or a right. 
The ideal holiday nowadays for Generations X and Z is to have new experiences while re-
laxing with a decent amount of price. Extreme and remote destinations are glorified on so-
cial media. Until that image is broken there is no change to be expected in the bigger 
scale. The majority does what others do.  
6.1 Minor impact on travel decision making 
The research objective and questions of this thesis were presented in the introduction of 
the work. With the results and analysis of the survey it’s possible to answer the questions. 
To revise, the main objective is to find out whether eco-anxiety has any influence on gen-
eration X and Z’s decision making when travelling. The answer to the objective is formed 
with the help of the research questions. The main research question is: Does eco-anxiety 
affect Generation X and Z’s decision making when travelling? The sub-research questions 
are the following: 
 
1. What are Generations X and Z willing to do for more climate-friendly travelling?  
2. What are Generations X and Z taking into consideration when choosing their destina-
tion? 
3. How are Generations X and Z experiencing eco-anxiety? 
 
The report presents different suggestions to travel more climate friendly. Reduction of fly-
ing, climate friendly transportation and offsetting one’s flight emissions are mentioned. 
The findings of the survey state that most of Generations X and Z are not compensating 
their flight emissions. However, some of them are choosing climate friendly transportation 
such as train and travelling to domestic destinations. Some of them have also reduced fly-
ing in the past three years. The majority hasn’t done significant changes to their travelling 
routine, but changes can be perceived in the pattern.  
 
Preferences for travelling and destinations are discussed in in the theoretical framework. 
The factors for both generations are different. Social, media, climate friendliness, recom-
mendations of friends and family, reviews, family friendliness, the ease to travel to the 
destination, price, new experiences and relaxing stand out from the theory. Question 8 of 
the survey finds out the preferences for the destination. According to the survey Genera-
tions X and Z take new experiences, relaxing, price, the ease to travel to the destination 
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and reviews into consideration when choosing a destination. Social media, family friendli-
ness and climate friendliness are considered the least.   
 
Eco-anxiety and its factors are explained in the beginning of the report. Its symptoms, 
causes and attendance are explained thoroughly. Survey questions 9 and 10 focus on 
finding out how Generations X and Z are experiencing eco-anxiety. According to the sur-
vey the most observed symptoms for eco-anxiety are helplessness, anxiety and grief. In-
somnia and stress were experienced the least. In addition, both generations feel responsi-
bility and willingness to change their consumer behaviour for climate. 
 
To answer the objective and the main research question of the research all these sub-
questions have to be considered. Does eco-anxiety affect Generation X and Z’s decision 
making when travelling? Based on the result of the survey eco-anxiety has a little effect on 
the decision making. The survey didn’t find any major differences between the genera-
tions. The respondents have willingness to change their travelling habits for more climate 
friendly, but only a small group of people has actually chosen options that support the cli-
mate.   
 
6.2 Benefits for the commissioner 
The commissioner company, The Finnish Association for Fair Tourism can put to account 
this research in many ways. They benefit from the research by gaining fresh, local data 
about eco-anxiety and travelling. They can develop new material to their channels, design 
new services and share the findings with other stakeholders in the industry. They can 
keep producing inspiring content to consumers to encourage them to make climate 
friendly decisions when travelling. Eco-anxiety is a new subject and not many researches 
have been conducted about it in Finland. This thesis gives the commissioner advantage to 
innovate and lead example. In addition, this thesis can be useful for other stakeholders 
and companies in tourism industry for same purposes. Also, travellers can use it to ex-
plore new, more climate friendly ways to travel. They can look for inspiration and practical 
ways to change their travelling habits that The Finnish Association for Fair Tourism pro-
vides.  
 
It was agreed with the commissioner in the beginning of this project that I will write a blog 
post (appendix 3) about the thesis for The Finnish Association for Fair Tourism. It will in-
clude summaries of the theoretical background with some conclusions and insights of the 
themes of the thesis, survey and the results. The blog post is published at the website: 
http://www.reilumatkailu.fi/blogi/. I believe that climate friendly travelling is going to keep 
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growing in the following years. Travellers need reliable platforms to find relevant infor-
mation about the topic and The Finnish Association for Fair Tourism is able to provide that 
information. 
6.3 Reliability and validity  
It’s important to evaluate the credibility of the research during the research process al-
ready. Reliability and validity are the measurements to do it. They represent different ar-
eas of credibility. Reliability means repeatability and stability of the research. A reliable re-
search requires the results to be repeatable and nonconsequential. (Hirsjärvi, Remes & 
Sajavaara 2007, 226-227.) Recording the process and justifying the decisions is important 
in quantitative research. Thus, the process can be repeated and declared reliable. The re-
ability doesn’t guarantee the validity of the research. (Kananen 2007, 123.) 
 
Validity means the ability of the research method to measure what was intended at the 
first place (Hirsjärvi, Remes & Sajavaara 2007, 226-227). Choosing the right research 
method and measurements to gather data are significant factors in validity. E.g. If the 
questions in the survey are misinterpreted that could jeopardise the validity of the whole 
research. To be able to generalise the data the sample needs to represent the whole pop-
ulation. The right measurement is an important part of a valid research, and it should be 
documented accurately. (Kananen 2011, 121, 123.) 
 
This research has some issues that impair the reliability and validity of it. Only about 10% 
of the respondents of the survey were men. The sample of the survey doesn’t represent 
the whole population. Hence, the results can’t be generalised. The objective was to get a 
sample of Finnish travellers but 273 people who answered the survey published on Face-
book groups don’t represent Finnish travellers well enough. Even though the aim to get at 
least 200 responses to the survey was reached, it’s still considered a small sample. In ad-
dition, Facebook isn’t a very reliable platform to use for scientific research, but resources 
are limited when doing a bachelor’s thesis. The findings of the research might vary if it 
would be conducted again. The results of the survey can be seen directive because the 
topic is still new and interesting. 
 
The online survey is another issue with the research. There’s no guarantee that the re-
spondents understood all the questions as were intended or if the respondents answered 
the questions honestly. Nonetheless, a quantitative online survey was a good choice for a 
research method because it was easy to distribute over the internet and a lot of new 
knowledge was discovered about the topic. It’s possible that if this kind of research would 
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be conducted again in a couple of years the results might be very different as people’s’ 
opinions and attitudes change constantly.  
 
The chapter 2 Eco-anxiety and climate change of the theoretical framework can be said to 
be reliable. I was able to find interesting and reliable sources to build the chapter. The is-
sue is with the chapter 3 Generations. First of all, as I mentioned earlier in chapter 3, it’s 
mostly based on North American literature which is conflicting with the thesis because it’s 
supposed to study Finnish generations. The characteristic and travelling habit chapters 
are quite brief due to the fact that the information was very difficult to find. The image of 
the generations might be hard to perceive based on the chapters.  
6.4 Learning outcomes 
The research process was long and time-consuming for me since I wanted to do my best 
and not just pass. I also found it very educational and challenging. The project forced me 
to get out of my comfort zone to explore and learn new things. Eventually that’s the best 
way to learn for me. At times I was frustrated and annoyed, but I also found joy in success 
when reaching my personal goals for this task. The knowledge I gained during this re-
search process can be utilized and developed in my future in many ways. My time man-
agement and organisational skills were put to use as well. I was able to finish the project 
on time. During the process I never missed a checkpoint or deadline that was agreed with 
my thesis instructor.  
 
I now understand the entity what a research is and how much work and effort it truly re-
quires. It’s a controlled process that includes precise steps to follow. It was a completely 
unfamiliar subject to me. Before starting the thesis process, I thought I could just start writ-
ing and go on from there. However, it requires much more planning and anticipation. I also 
got very familiar with all the different research and analysis methods. I wasn’t aware of 
them before this project.  
 
The usage of reliable sources and criticism towards sources are some of the most im-
portant skills I learned during the process. The origin, variety and reliable author are es-
sential to consider when looking for good sources. I’ve understood the meaning of reliable 
source and how to implement them in the text. I’ve developed my skills in marking the 
sources correctly and finding sources that provide respectable and recent information. 
Google Scholar, ProQuest and other databases have become familiar to me. I’ve learned 
to search information from the right places and Google search in not the only source of in-
formation anymore. 
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I’ve learned to use different online tools with the research. Word and Excel were already 
quite familiar to me, but I’ve also found new aspects and functions of them. Processing 
the survey data in Excel opened many new possibilities that I didn’t know about before. 
Another important tool that I used was Webropol. With Webropol I was able to conduct the 
survey online without any complications. Also, the preparation of the survey – making the 
questions and designing the output was a new and exciting experience for me. Every 
question in the survey has to have a mission and background and they’re not consequen-
tial.  
 
The topic of the research was already interesting to me before starting the project. On the 
way my interest towards eco-anxiety and climate friendly travel options got even deeper. 
The thesis increased my knowledge about the topic profusely and I want to keep learning 
more about it. I also want to develop my own travelling choices to be more climate friendly 
in the future. I also made me think about my career and study choices. In the future I want 
to work with sustainable development in the travel industry. I’m also interested in studying 
more about the topic.  
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Appendices 
Appendix 1. Justification of survey questions 
Research 
questions Survey questions Theory 
  
1. Birth year 
  2. Gender 
1. What are  
Generations X 
and Z  
willing to do for  
more climate- 
friendly travel-
ling? 
3. How do the following claims apply to you 
- I know how to travel more climate-friendly 
- I want to change my travel behaviour to be more climate-
friendly 
- I've changed my travel behaviour to be more climate-friendly 
- The emissions of travelling affect my decision making when 
travelling 
 2.3 
4. During the past year I've travelled on a holiday by   2.3.1 
5. During the next year I'm planning to travel on a holiday by  2.3.1 
Questions 1 and 
2. 
6. How do the following claims apply to you 
- I opt for low emission transportation eg. train 
- I compensate my flying emissions 
- I opt for domestic destinations when travelling 
 2.3.1 
 2.3.2 
 2.3.4 
Question 1. 7. I've reduced flying during the past three years  2.3.2 
2. What are  
generations X 
and Z taking into 
consideration 
when choosing 
their destination? 
8. How do the following factors impact your decisions about the 
destination  
- New experiences 
- Climate-friendliness 
- Social media 
- Recommendations of acquaintances 
- Reviews 
- Relaxing 
- Family friendliness   
- The ease to travel to the destination 
- Price 
 3.1.2 
 3.2.2 
3. How are  
generations X 
and Z  
experiencing 
eco- 
anxiety? 
9. I have experienced the following emotions or symptoms con-
cerning the state of the climate 
 2.1.2 
 2.2 
10. How do the following statements apply to you 
- I'm experiencing eco-anxiety 
- The well-being of the climate is important to me 
- I want to change my consumer behaviour for climate 
- I feel responsibility to change my consumer behaviour for cli-
mate 
- I feel that as an individual the changes in my consumer be-
haviour are insignificant concerning the climate 
 2.1 
 2.2 
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Appendix 2. Online survey 
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Appendix 3. Blog post 
This blog post was written for The Finnish Association for Fair Tourism as part of the com-
missioning agreement.  
 
Ilmastoahdistus osana tulevaisuuden matkailuvalintoja 
 
Ahdistaa kun ilmasto kärsii meidän tekojemme seurauksena. Turhauttaa kun kaveri ei tee 
omaa osaansa ilmaston vuoksi. Hävettää kun ei itse pysty aina tukemaan ilmaston 
hyvinvointia omilla teoilla. Kyseiset lauseet ovat esimerkkejä ilmastoahdistuksen 
tuntemuksista. Ilmastoahdistus on ilmastonmuutoksen aiheuttama sivutuote, josta useat 
ihmiset joutuvat kärsimään. Se käsittää monia eri tunteita ja oireita. Oli kyse sitten niin 
arkisesta asiasta kuin ruokaostoksista tai vaikka matkustamisesta, valintamme vaikuttavat 
ilmastoon ja tämä aiheuttaa ahdistusta.   
 
Matkustaminen saastuttaa maapalloa entisestään. Erityisesti liikkumisen eri muodot 
koituvat usein haitaksi ilmastolle. Lentäminen ja yksityisautoilu ovat pahimmasta päästä. 
Vaihtoehtoja päästöhirmuille kuitenkin löytyy. Esimerkiksi hiilineutraali sähköllä kulkeva 
juna on ilmastoystävällinen vaihtoehto. Tämä tietysti tarkoittaisi, että viikon tai kahden 
mittaiset kaukomaan lomat olisivat historiaa. Matkakohteita on etsittävä lähempää.  
 
Tekemäni tutkimuksen perusteella ihmiset osaavat ja haluavat matkustaa 
ilmastoystävällisesti. Useimmat tutkimukseen osallistuneet eivät kuitenkaan ole 
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muuttaneet matkustustapojaan huomattavasti ilmaston vuoksi. Matkustamisesta 
aiheutuvat päästöt eivät vaikuta oleellisesti heidän päätöksiinsä. Tutkimus käsitteli kahta 
sukupolvea, X (s.1965-1981) ja Z (s.1997-2012). Mielenkiintoista oli myös huomata, että 
sukupolvien välille ei noussut huomattavia eroavuuksia. Vanhempi sukupolvi on siis yhtä 
ilmastomyönteinen kuin nuorempi sukupolvi, vaikka usein puhutaan vain siitä kuinka 
nuoret ovat kiinnostuneita ilmaston hyvinvoinnista.  
 
Tutkimuksesta nousee esiin ristiriita halun ja tekojen välillä. Ihmiset haluavat matkustaa 
ilmastoystävällisesti, mutta eivät todellisuudessa tee niin. Loppujen lopuksi muut tekijät 
ovat tärkeämpiä kuin ilmasto. Esteiksi nousevat esimerkiksi aika ja raha. Lentäminen on 
halpaa ja nopeaa. Olemme tottuneet tiettyyn elämäntyyliin ja -tasoon ja haluamme 
ylläpitää sitä. Ulkomaan matkat saattavat osoittaa joillekin itsetunnon ja oman aseman 
kohentamista. Toisille matka on irtiotto arjesta ja mahdollisuus rentoutua lämmössä. 
Eksoottisia kohteita ihannoidaan yhä ja ulkomaille matkustetaan parhaillaan (tai 
pahimmillaan) monta kertaa vuodessa. Matkustaminen on etuoikeus, vaikka nykypäivänä 
se nähdään enemmänkin tarpeena.  
 
Uskon, että vanhat matkailutottumukset ovat vähitellen vaihtumassa uusiin. Muutokset 
tarvitsevat aikaa. Se, että ihmiset tiedostavat ongelman ja haluavat muuttaa käytöstään 
on jo ensimmäinen askel uuteen suuntaan. Ilmasto tulee tulevaisuudessa vaikuttamaan 
yhä enemmän asenteisiimme ja päätöksiimme. Ilmastoahdistus kolkuttaa omatuntoa ja 
pistää meidät miettimään mitä olemme valmiita tekemään ilmaston vuoksi. Olemme 
omaksuneet ilmastoystävällisiä tapoja arkeemme viime vuosina, joten on vain ajan 
kysymys milloin ne siirtyvät matkustamiseen.  
 
Kaisa Hurri 
 
